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How many ways has Clear Channel re~chedyou today! , "" ,:': >,~"
Have you listened to the radio? On your commute have you seell outdoor", ,',

displays? Have you attended live entenainment events - coneens, thc:ate

sports or family performances? Have you watched television? Have yo

used the Internet to purchase concert tickets or viewyour favorite radio "

station website? Much ofwhat you see and hear each d~y is brought to

you by Oear Channel Communications, Inc.



£ CLEAR CHANNEL I FINANCIAL HIGHLIGHTS

In millions ofdollars, except per share data

Net Revenue Operating Cash Flow 1
--._-~-~,~"'"-----

2000 ----------

1997"""/--------­

1996 ~/---------­

1995 ,,----------

$5,345.3

2,678.2

1,350.9

697.1

351.7

250.1

2000 ----------
1999 · m... ---

199B ~..--%_,~------­

1997 ----------­

1996 -;------------

1995 -_.;-----------

$1,864.6

1,046.0

583.7

302.7

153.4

112.6

After Tax Cash Flow 3

2000 ----------

1997 M'n''''_--------
1996 ,'/---------­

1995 ~"----------

$1,282.0

752.8

381.6

192.7

101.6

68.2

After Tax Cash Flow Per Share •

2000 ----------
1999 _. *' .®o--

199B ¥*'--.-_..._,-,,~----­
1997 <----.-------­
1996-~-------

1995 iW:iil'2¥<;;t;-----------

$2.78

2.24

1.53

1.05

.68

.49

as net revenue less operating expenses..

After tax cash flow'

Net revenue

After tax cash flow per share'

EBITDA'

Operating cash flow I
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Dear Fellow Shareholders.
I am pleased to report that Clear Channel Communications posted record financial performance in 2000. The
past year was an exceptional one for OUf Company. We enjoyed continuing operating success in our core
businesses. We closed the acquisitions of AMFM and SFX Entertainment, key components to our Company's
long-term strategic direction, and continued our expansion in the United States and overseas. We have created
a platform of higWy complementary media and entertainment assets that we believe is unparalleled, one that
will provide new and innovative ways for our clients to market their products and services and continued
growth for our Company.

The theme of this year's shareholder report is "reach." Clear Channel reaches many of you each and every
day. Whether it is through one of our radio or television stations, outdoor displays, live entertainment events
or websites, you have most likely seen or heard us today. The combination of our Company's media and live
entertainment assets positions us to help our clients reach their customers with a range of products at the local.
regional and national levels.

Financial Overview
During 2000, after tax cash flow per share, the most important measure ofour Company's financial performance,
increased 24% from $2.24 in 1999 to $2.78 in 2000. We reported the best year in our Company's history with
net revenues of $5.3 billion, up 100% over 1999, and operating cash flow of$1.9 billion, an increase of 78% over
1999. We are proud of this performance which was the result of the strength of our managers and employees,
the strong growth characteristics of the industries in which we operate and our fmancial discipline.

Our Operating Divisions
We are committed to a decentralized and flexible operating structure allowing our managers within each
business unit and operating division to be entrepreneurs. OUf record of superb operating perfonnance
proves that this structure, coupled with the best managers in the industry, is successful. Our managers have
demonstrated the ability to grow revenues and operating cash flow internally. We have supplemented this
growth with strategic investments during 2000. Most importantly, we completed the acquisition of AMFM
creating a national radio footprint. We now broadcast in BB of the top 100 markets and take to the airwaves in
alISO states. Our acquisition of SFX Entertainment allows us to take advantage of the natural synergy between
radio and live music events and to gain immediate leadership in the highly attractive live entertainment
industry. We also invested in additional radio and outdoor advertising assets to continue to strengthen our
clusters and markets.
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Radio
Our radio division had a very strong year of internal growth, benefiting from a robust advertising market and
superior management at the local level to record double-digit revenue and operating cash flow growth on a
year-over-year basis. In addition, our radio clusters outperformed our peers in the markets we seNe during
2000. The combination of our broad portfolio of radio and other media and entertainment assets with
AMFM's portfolio of well-clustered. well-managed and highly rated radio operations gives our Company the
programming, management and distribution resources to best serve the needs of advertisers in an exciting
and growing marketplace. The national footprint created by the AMFM acquisition in August 2000 makes
our Company the only radio company able to deliver targeted messages for specific audiences to advertisers
on a local, regional and national basis. The acquisition of SFX created opportunities for additional revenue
streams from cross-selling and cross-promotion between the radio and entertainment divisions.

Outdoor
During 2000, our outdoor advertising division generated year-over-year double-digit revenue and operating
cash flow growth. Outdoor advertising, similar to our radio division, benefited from a strong advertising
market. The outdoor renaissance that we frequently speak about continued with the entrance of new
advertisers to the medium and consolidation economics as we filled out our international markets with
"tuck-in" acquisitions. We entered eight additional countries during 2000 giving us an outdoor advertising
presence in 43 countries outside the United States. We now operate approximately 700,000 outdoor
displays worldwide including bulletin boards, poster panels, wallscapes and street furniture displays.
Outdoor advertising continues to be viewed as a high-quality, low-cost method for advertisers to reach
their customers.
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• Decentralized, flexible, entrepreneurial business units
that place an emphasis on simplifying structures and
procedures,

• Sound, centralized financial management.
• Growth through internal expansion ofexisting

operations supplemented by strategic acquisitions,
• internal capital investmentto improve quality and

market leadership,
• Insistence on adherence to the highest standards of

integrity and business conduct, and
• Significant attention to long-term strategic planning.

OUf Company continues to be committed to its proven
corporate strategy:

Lowry Mays
Chairman and ChiefExecutive Officer
February 26, 2001

As 2001 begins. we look forward to continued
leadership in the markets we serve and in the
media and entertainmentindusmes. We believe
we have combined a unique and complementary·
set of media and entertainment assets in a
platfortn that will provide enhanced marketing
solutions for our clients and allow us to reach
our long-term goal ofachieving growth weD into
the future for our shareholders.

To the over 55,000 members ofour team Who made this year's successes possible, 1perso
to our shareholders, you may continue to expect that our team is committed to enhancing
ofyour investment

In August 2000. we acquired SFX Entertairunent adding a new component to the mix of marketing solutions
our clients can utilize to reach their customers. SFX. known throughout the world for concert events, Is
more than music. Our entertainment division produces, promotes and presents events in ,music, theatre:
family entertainment and motor sports.. We consider this acquisition and our entry into live entertainment
to be a natural extension of our existing radio operations and a critical part of our long-term strategy. We.
made significant progress in the integration ofSFX' operations and suceessfuHy shifted its cultur<: from being
an aggregator of assets to an operator. Our live·· . .. .

entertaIrunent division coupled with our other STRATEGIC DIRECTION
media assets gives our Company a deep breadth
of resources in management, program!Oing
and distribution. Ultimately, ~wil(~ow
us to leverage our combined marke~ and
promotional strength to help our customers seD
their products and services...·::;':.•1:.



ONS AND ANSWER

Mark Mays IPresident and ChiefOperating Officer
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Our primary mission and our business is to help customers seU their products and services. This defines '
our Company. To accomplish this we have combined complementary media and entertaimnent assets that
allow our clients to reach their customers in an effective and efficient manner. Our employees' focus 011, our
mission has been a key to our success. Another has been our management philosophy. We,hire the best, .
managers in the industry and allow them to be entrepreneurs in decentralized. flexible business units while .
maintaining strong, centralized financial discipline. '

, , " >" '. '

Outdoor advertising and radio are the dominant media which reach people when theyare
We are also fmding that our entertaimnent venues provide an excellent forum for sponsQ'
for our advertisers to reach thisattra.ctive QlltMof-home aUd1ence.R~~pp'~~"j~,,:'~l:l~t~f7~~
grown at significantly faster rates than in-home media. such as newspapers and television. .We'. .
this trend will continue. The main reason for this is simple. People are spending more al!d'more 11m
out of their homes, due primarIly to increasing traffic congestion. Meanwhile, the number:or otltle
reach this increasingly mobile society is fairly constant. This enables out-of-home media to be lnmas'
efficient advertising conduits for our advertisers to reach their end consumers relative to ;, dvertls
alternatives. Unlike in-home media. radio, outdoor and live entertainment events can create
in the consumer's mind closest to the point of sale. We believe this trend will allow out-of-Il
continue to increase their share of advertising spending.

;,;: .. :{'.::';":,';.:

After tax cash flow per share is the most important measure of the cornp~Y's~~~~sIT~5',." ",""""" ".
measure of the true cash earnings of the Company. Alarge part ofth~ Clear(J~ann~I'sa&Sl:ts~i9~~
such as radio and television station licenses, outdoor advertising permits and goodwiIlfroll)'ac(jui,~tip

According to Generally Accepted Accounting Principles, the Company must deduct a p0!Jl0nof~h~~ue
its intangible assets and charge that deduction against earnings. These deductions ,aJ"~Il0tl,C~Il'l:!l~
which we believe are misleading as they suggest that those assets are declining in, value.,'!"fleetld'r,esuit.\?
deducting these non-cash items against our earnings is to unfairly decrease our net inCQIll~~')!t;lJ'l
decreases our earnings per share. In order to adjust for this and more accuratelyreflectth~l11.le~lirIlirt
of the Company. we add back these non-cash charges to earnings to get aftertax cash,~()\Wi~cl't;.i~

divided by the Company's weighted average outstanding shares to calculate after taxc!lSh flow' rslt
There is currently a proposed accounting standard on business combinationsandin~fllI1

would require intangibles to be accounted for in a manner similar to ,our tre,~tmentinaft
That is. certain intangibles and goodwill would not be amortized and nQ deductiClIl
earnings. The proposed statement is expected tobe.finalized in 200V,
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Randall Mays IChiefFinancial Officer

Why did you decide to get into the live entertainment business?
We have been in the live entertainment business for many years producing and promoting events through
our radio station operations. The acquisition of SFX Entertainment allows us to take further advantage of
the natural synergy between radio and live music events. We believe the SFX acquisition brings valuable
entertainment assets to our Company that when combined with our other media assets creates a powerful
platform of products to help our clients more effectively and efficiently reach their customers. Additionally.
it creates an exceptional combination of assets with which we can exploit other opportunities such as our
Internet initiatives and digital music strategies.

You have made a considerable number of acquisitions over the past few years. Are there
still opportunities for future acquisitions?
While we have been very acquisitive in the past, we are, and will remain, an operating company. We have had
success with acquisitions primarily because of our ability to integrate them into our existing businesses. By
taking the best operating practices from each of our acquisitions and melding them into the Clear Channel
family we have been able to create a business environment in which the best idea wins and superior financial
returns are realized. The primary source of earnings growth in our Company is not from acquisitions, but
from internal operations, which we believe will produce approximately $2 billion in after tax cash flow over
the next twelve months. We consider three opportunities for the use of the substantial free cash flow our
Company generates - acquisitions, reduction of debt and/or repurchase of Ciear Channel stock. In deciding
how to utilize our free cash flow we evaluate each of these alternatives to determine which provides the best
return for our shareholders. As in the past, we will continue to be opportunistic about reinvesting our cash
flow, and we believe there will be acquisition opportunities both domestically and abroad. Be assured that
we will continue to maintain our strict financial disciplines with regard to acquisitions and our use of free
cash flow to augment shareholder value.

What will be the growth drivers for Clear Channel going forward?
We are fortunate that each of our primary lines of business - radio, outdoor and live entertainment - are
great growth businesses. We expect for these businesses to continue to grow in both good and bad economic
times. We have consistently outperformed each of the industries in which we operate. As we enter a new
stage in the development of our Company, we believe that the unique platform we have created by bringing
together these high-growth, very complementary businesses will allow us to provide new and innovative ways
for our clients to market their products and services. This ability to provide better services for our advertisers
and ultimately sell more of their products will drive the growth for our Company going forward. Ultimately.
the task of executing this plan depends upon the performance of our entrepreneurial managers and their
employees. They continue to find new and creative ways of doing business that allow us to once again state
that we unquestionably have the most talented employees of any company in our industry.



Lowry Mays and Red McCombs form San Antonio Broadcasting Company to acquire KEEl· fMlncw KAJA.fM)
for $125.000.

Acquired WOAfAM. This was the Company's first "dear channel" radio station. which means It was designated
frequency nationwide.

Company name is changed to Clear Channel Communications. Inc.

Initial Public Offering at today's split-adjusted price.of approximately $0.43 per share.

Acquired WHAS-AM & WAMUM in Louisville. Kentucky. the Company's largest acquisitionlo date'

A fifth television station was added with the acquisition of KSAS-lV in Wichita. Kansas.

Acquired WPTY-lV. a FOX Television affiliate in Memphis. Tennessee.

Acquired radio stations in New Haven, Connecticut; Wichita, Kansas; Richmond, Virginia; and Tampa, Florida:

Acquired radio stations in San Antonio. Texas; Austin. Texas; Richmond. Virginia; and Oklahoma City. Oklahoma. _

Acquired television stations in Memphis. Tennessee; Minneapolis. Minnesota; and Tulsa. Oklahoma.

Obtained listing of Clear Channel Communications. Inc. Common Stock on the New York stock Exchange. traded u

Acquired radio stations in Houston. Texas; Cleveland. Ohio; Oklahoma City. Oklahoma; Miami. Florida; and Tampa,

Acquired television stations in A1bany,.New York and Little Rock. Arkansas.

Broadcasting assets totaled 43 radiO stations and 16 television stations in 32 markets.
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19951 Acquired radio stations in Houston, Texas and television stations in Harrisburg, Pennsylvania and Jacksonville, Florida.

Acquired an equity interest in Heftel Broadcasting Corporation (now Hispanic Broadcasting Corporation), the leading Spanishianguage
broadcaster in the Unrted States.

Acquired a 50% interest in Australian Radio Network Pty Ltd., the second largest radio group in Australia.

1996 I Telecommunications Act of 1996 passed by Congress.

Acquired 49 radio stations in 20 markets.

Acquired a 33.3% interest in the largest radio group in New Zealand.

1997 I Added to the widely followed S&P 500 Index in recognrtion of the Company's industry leadership.

Emerged as a leader in the outdoor advertising industry with acquisition of Eller Media Company and announcement of acquisitions
of Universal Outdoor and More Group Pic.

Continued expansion of radio division adding 70 stations, bringing the total number of stations owned or programmed to 173; most
notable was the acquisition of 43 stations from Paxson Communications Corporation.

1998 I Announced acquisition of Jacor Communications sUbstantially enhancing the Company's radio presence.

Continued expansion of radio division by adding 38 stations, bringing the total number of stations owned or programmed to 204.

Completed acquisition of the More Group Pic, an outdoor advertising company with a presence in 25 countries around the world.

Completed acquisition of Universal Outdoor and its integration into the Company's outdoor advertising diVision.

Acquired a 40% interest in Grupo Acir, the largest operator of radio stations in Mexico.

1999 I The Wall Street Journal ranked Clear Channel as the fifth best-performing stock of the nineties.

Completed the Jacor acquisition bringing the total number of radio stations owned or programmed to 625.

Announced acquisition of AMFM, Inc. creating a national radio platform.

Acquired Dauphin, a European outdoor advertising company.

2000 I Completed acquisrtion of AMFM, Inc.

Acquired SFX Entertainment, Inc., one of the world's largest diversified promoters, producers and presenters of live entertainment
events.

Acquired outdoor assets of Donrey Media, Taxi Tops and Ackerley Media increasing the outdoor division's presence in the United States.

Continued expansion in radio and outdoor, bringing the total number of worldwide radio stations owned or programmed to 1,376 and
total outdoor advertising displays to approximately 700,000.
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Radio, 850 KOA-AM IScott Hastings

Radio, KRFX·FM, 103.5 The Fox IRobbie Knight

Radio,WROO-FM RoosterCountry 107.3 IDixie

Radio, 760 KTLK·AM IJerry Bell

Radio, KBPI-FM 106.7 ISusie Wargin



Radio,WPLA-FM 93.31 Klinger

Radio, WHRK-FM, K-97 1 Stan Bell

Radio,WFKS-FM, KISS-FM 97.91 Brent
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Premiere Radio Networks I Rush Limbaugh

>'.::";c,:,:>:

One out of every 10 radio stations across the United States broadcas~~~~r\:\~JS1U'~11
which makes for a tremendous impact both with our listeners and with ouradv~rtil;~~.8e.~'9 \
stations bill a formidable 20 percent of total industry revenue. Quite frankly. noone.isbigger.~e'it
intense than Clear Channel's radio division. And absolutely no one takes radio Jl).ores~ri0i1s1¥.

radio division is ali about the twin dynamics of growth and reachingout•.allOwin~lis!~l)er.s
and even familiar - forum to stay in touch with their world. Clear Channel broadcastsine':'e
and in 47 of the top 50. These stations take to the airwaves across all 50 states, in alm0S1evew.,maj ~.
reaching nearly every demographic with dozens of distinct formats ranging from Ne\\iSl:Il1\l<:\.toNe\\,Wa'
Clear Channel radio stations generated nearly half of the company's total revenuein fiscal year.:W .' .'

Clear Channel radio's mission is to broadcast the best programming to the broadestaudie .......<.,.~ ~t

same time providing exceptional value to advertisers. The Company's programming dream teall1help~~~Il~<.
the sound of big-market programming to small-market stations ... and uses themostup-to-da!~t~l1l)l)l!>gyt!)..
keep the flavor local. Outstanding listenership is proof audiences gravitate to the best: ClearChlU)ne!.statlons··
broadcast to more than 110 million listeners every week. Arbitron® ratings for Clear ChlU)l)elradiostation.s.\·,
deliver constant feedback on how we're doing. Strong ratings generate strong advertising demand: Advertisers
can pinpoint their targeted demographics at a fraction of the cost of traditional print advertis41g. •••.:.. "::.:.@[.:.

Clear Channel made radio history in 2000, collecting strategic acquisitions and completing~e~~rs[8esi;'~:,\\",.
to provide the company with a unique, unduplicated collection of assets. The acquisiti()1l ofA¥J"M, ..
largest in radio history, was completed on AugusqO. nearly doubling the ClearCh!il1nel r~8'()si,~ '. -."
AMFM brought strong stations and a large market presence to the company.lnadditi0m Kai~

joined the Clear Channel family with the AMFM acquisition. The opportunitiesforsynergiesan!()
the other Clear Channel divisions are explosive ... and in the very early stages.



The acquisition of AMFM created the first national footprint for radio. Clear Cham"e!.
company able to deliver targeted, geographically specific audiences to advertisers.
than the capacity to manage it. Clear Channel has that know-how.

In Ohio, for example, Clear Channel operates 80 radio stations in every major city and tIu'ou'ghout dlozel!'s>
of small markets ... small markets that collectively represent more one million pe')ple,,,W'l.ar Ch,a.nnel
account executives are offering to "Super Size" major market
an advertiser might not otherwise target, but are within his or
"Super Sizing" the buy makes it cost-effective to reach these custo,m'lfS
an advertiser can reach Sandusky, Findlay, Defiance, Lima and re.,"ching flll"th,'f
with only marginal cost.

The result: Clear Channel is leveraging the power of the cluster to
traditionally less demand. This is yield management at its best. ,.'- _•.. -
provides an easy, regionalized buy to the advertiser, who then can reach
benefit by exposure to the "big-market" advertising message.
Channel markets in NewYork, Florida and across the country.

Across the board, Clear Channel radio division's dominance
winning ideas that paint a clear picture of success for our c,,,,,m,.
what we call "critical mass."

Clear Channel's national footprint allows the c01ffif,a.""y.
unique promotional programs for its retail cli,mts;
targeted at increasing store traffic, and they act as a unique and su(:cess~ul"lmag!i,et"!o
draw droves of listeners to clients' business outlets. In one exc:itirlg e:<aruple, rtltalIel"Si
across more than 60 markets participated in a group PT Cruiser givea·way.'Cl"afCllatml~·'

stations with the targeted demographic heavily promoted the giv,eavvay
markets, identifying the store locations where listeners could go
the grand prize was shared across the markets, while at the same
airtime to promote the giveaway and watched as store traffic in'''e<,sed,.''.

With over 1,100 radio stations in nearly 300 markets,Clear Chanlle!
to leverage its critical mass in these inrlOvative, wiJu-vl'in proom.()tiol
more to come.

Radio, KFMD-FM, 95.1 KISS-FM Ifo-fo
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All in the family: Clear Channel radio to the rescue
Clear Channel radio stations are powerful weapons, especially when they unite to target a common goal. In
Salt Lake City. for example, KNRS-AM was a fledgling news/talk station with declining ratings and market
share. In a bold move, Clear Channel switched KNRS' format to Family Values Talk Radio. added Clear
Channel marquee names such as Rush Umbaugh and Dr. Laura, and promoted the new KNRS widely on
all six sister stations in the market. The results are nothing short of phenomenal. In the fall 2000 Arbitron
sweep, KNRS' ratings were its highest in well over a year. Programming aimed at the local audience, strong
headliners and sister station promotion is sending KNRS to the top in Salt Lake.

That's not all. either. Clear Channel is busy exploiting synergies both within and beyond the radio division.
The San Antonio radio market, for example, where Clear Channel operates seven stations, teamed up with
the entertainment division to lend on·air promotion to an SFX-sponsored "Monster Truck" event. The
added airtime gave the event just enough publicity to push it over the top. SFX targets markets with high
Clear Channel radio ratings, and this in turn assures broad cross-promotion, higher rates of sellout - and,
of course, higher revenue.

Fast food for radio: Changing small-town markets forever
With its broad geographic distribution and large market presence. dear Channel radio attracts and airs some
of the best, most talked-about talent in the industry. Clear Channel has taken its large-market, high-quality
and high-ticket talent to the medium and small markets, changing small-town radio forever and giving
listeners something they didn't always have: a choice. Using large·market production facilities and talent
pools, Clear Channel creates high-quality programs that can be personalized for and adapted to the local
market. Take Clear Channel's hugely successful contemporary hit radio "KISS" format that's rolling out
across the country. The 32-station KISS network targets the 18-34 female demographic in markets ranging
from Los Angeles to Chicago to Des Moines to Cincinnati. The wildly popular Jim Valentine and Rick Dees
programs are produced on the West Coast and localized across many of the KISS stations using the power
of digital repackaging. Everyone wins, thanks to lower production and promotion costs, higher ratings,
higher revenues and better quality radio. It's just another example of how the Clear Channel radio division is
reaching out to deliver new heights in performance, satisfaction and client success.

Live and local: Outreach to the community
Clear Channel is constantly balancing the advantage of using syndicated talent while also maintaining
strong. local appeal that strikes a resonant chord with listeners wherever they live. In tWs capacity, Clear
Channel's radio stations excel at being the best citizens in their respective communities. Here are just a
few examples:

• Each holiday season for the last eight years, Birmingham, Alabama, WMJJ Magic 96.5 has sponsored a
community-based promotion dubbed the "Christmas Wish" for needy families. During December 2000,
Magic raised a whopping $40,000 in donations, and worked hard to fulfill as many Christmas Wishes for
the community as possible.

• In Tampa, Florida, WXTB organized an auction that raised $101,000 for the local childrens home.

• In Memphis, Tennessee, WEGR management donated nearly half-a-million dollars in airtime to
community causes, airing 1,080 public service announcements during the year. And that's just
one station. Clear Channel radio facilities provide time, talent, promotional materials, prizes and
innumerable services to their communities.



Premiere Radio Networks is the No. 1 mdio neiwo m e country ,
featuring talent that stimulates talk and tune-in - they-mproVO!'3tive '
and conversational, in-depth and entertaining with names that are,' '
highly recognizable: Rush Limbaugh, Dr. Laum Schlessinger, Jim: '
Rome, Art Bell, Matt Drudge, Rick Dee.. Casey Kasem, Dr. Dean
Edell, Bob (Kevoian) & Tom (Griswold), PhlI Hendrie, Leeza Gibbons. ; c' /
Michael Reagan, Blair Garner, Carson Daly and others. Premiere'
provides national distribution of programming that complements

the efforts of local mdio stations with world"c1as$ pr~'~~:~:~:: ,t "
they cannot generally produce or 8fford on th~if"'l
more than 60 radio programs to over7,
reaches over 180 miRion llsteners we

Using the unique assets of Premiere's national distribution platforln. Clear 'Ch
programming developments that utilize strong brands and superstar talents. For
talent who have the potential for success at the nationalleve!, Premiere offerS the
Successful station shows such as Rick Dees in the Morning on Clear Charme),s
now syndicated nationally on over 30 outlets across America since its launch in'2
was offered to Clear Charmel stations, then made available to !lon-owned 'and '0

build national distribution.

Network radio will continue to develop popular personalities and brands that provide
local stations. For example, Premiere's two new programs with Carson Daly, host oithe po
Live" on MTY, is being brought to contempomry hit mdio station affiliates, on wee
time a second show will be targeted to alternative-music stations onwe,ekends.'v,;;'

But there's even more to come. This year, a weekend show called ''American Top 40
Kasem" will utilize the archives of the popular countdown show to provide qualitypfl)
Channel stations developing a format focused on music from the 1980s, In this case,looldnilba¢k
going forward. Again, after first offering the show to Clear Charmel stations, it Willbem
national syndication to stations in markets where there is not a Clear ChanneI80~.forllla'

Since the entry of Premiere into audience III
and the addition of AMFM Radio Networl<S(
Premiere), the network radio business has

$500 miRion in 1996 to $1 billion in 2000. The ability to deliver new netWork affilia
clearances in all markets, especially in the major markets with lop siatio~, '
advertising appeal of network radio. This type of evolution continues to '
reaches and empowers listeners with a steady diet of innovative progr
to expand, extend and move forward in unique and cost·effective w
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Premiere Radio Networks ILeeza Gibbons



Premiere Radio Networks I Casey Kasem

Premiere Radio Networks IRick Dees

The ability of network radio talents to seamlessly integrate cOinelotllvailal,]e
national audiences in mpressive numbers. 10 one month during ele,ction,,]lj~SI:i

website registered 66 million page views as reported by Nilels,en,"~letRatings '!'~:"~~~~~~~(~rr~i~
"RushLimbaugh.com" site was launched only three months earlier, cn,atiing tl

packaging of teuestrial broadcasts, online (banner ads) and audio streaming (Inter~~~~~~~~~0!~~
Premiere websites include: Dr. Laura ScWessinger (www.DrLaura.com).1mRome
and Coast to Coast (www.ArtBell.com). an overnight show that focuses on all

iE-,;':<,::';;<
The ability of Premiere Radio Networks' on-air talent to inspire responses from awdiencleS
charities across America, sending a strong message that we are good neighbors
Dr. Laura Foundation provides support for abused and neglected children, while
raised money on-air for groups such as "My Friend's Place" Resource
in the community. The outpouring of help for charitable causes doesn't stop there.
personalities such as Casey Kasem work with anti-discrimination groups, while tallk-,'h()wtal"nt••.1.l1ctlae.
Reagan supports the Starlight Foundation.
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In 1888, Emmanuel Katz opened the E. Katz Special Advertising Agency in New York and tllefjtst rt,.,ctiare
firm was bom. Today the Katz Media Group is the largest media representation firm in th~ pnited.Stat
representing more than 2,000 radio stations, 368 television stations and growing interestsin.~bletele

stations. The formula for success is simple: Katz has remained the industry leader. during the .
continually responding to an ever-changing media landscape.

The business is based on strong relationships with partnership stations and agencies~~~¢K;;I~~ers()n
are viewed as rhe best sales professionals in the industry. Given its critical mass as the largest televisionan
radio representative. Katz is strategicallypositioned to continue providing superlative servlcetocustomers, th
agency community and client stations by acting as a catalyst to develop new businessopjl<)rtunities. KatzJ
actively pursuing new ventures that will keep the group in the forefront of an evolving media warl
the creation of local television e-malls and new advances in ED! technologies, Katz will c
tomorrow's challenges. And, by being a part of Clear Channel, Katz is poised to enjoy new po
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International Radio, London IJazz FM

Clear Channel is reaching the global community through its international radio ~pe
the Company increased its global presence and currently has involvement in 236 statio
States through joint ventures, equity participation and direct ownership. Major investm
Acir (Mexico), Australian Radio Network, New Zealand Radio Network, Jazz PM [Unite
Bonton (Czech Republic) and Radio 1 (Norway). .

Clear Channel's largest investment is in Australia. The nine-station cluster in major
including Sydney, Melbourne, Brisbane and Adelaide, coupled with a joint venture in
Channel significant share of the growing Australian mediamarket.«

,:,:::::,-•. ,':<:",<:',

By station count, Clear Channel's leading international presence is in Mexico. Grupo Actr's 11
spread across Mexico with a significant seven-station presence in MeXlco City, the leading me
in Mexico.

,','c.,

Clear Channel's radio division is poised to remain at the forefront of its industry in the future" , ,',:
national radio footprint and stations in almost every major market, Clear Channel radio cll'l,I1()~"~e~~
targeted messages for advertisers to reach specific audiences on a local, regional and nationalbasis.;o/et1eli"
the national footprint in the United States coupled with our strong market aI11 regi()nalclust~rs ",
the world will enable Clear Channel to capture more advertising dollars in the years to come. ' ,

We also expect continued oPPO~l1mitiesiorO~~~~i()di~SiOntote~~~~~e~~e~~I~~:C
divisions. This teamwork will allowus to create new and exciting ways for ourclientstolllark
and services, driving growth and profitability for years to come. '





Eller Media Company IPoster display

Eller Media Company I Shelter display
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Spectacolor I Times Square displays

Celebrating 100 years as the
leader of outdoor advertising.
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Transportation Media, Inc. IAirport display

Recognized by Madison Avenue as the leading outdoor ad'vertising cOJmjJ,any II1Arn,,,k~,

unprecedented inventory of specialized advertising products unlqu'ely talllor"d,," H'C'"
aggressive advertising industry in the world. Eller provides outd,)or ad'vertising
of display products that include: bulletins, poster panels (3D-sheet
(panels), Premiere Panels®, Premiere Squares®, street furniture displays, taxi di!;pl,ay'!',c,OllJ
and transit displays.

Focusing on the country's top metro markets, Eller displays can
10 and 20 of the top 25.

Eller celebrates its 100th anniversary in 2001. Eller's heritage is built on the
only to clients, but also to the industry. Over the years, Eller has consl:antly fn,,".h,'~.~

most complete customer service in the outdoor industry. Clients receive the most ad'var,ced ",.,,,arch
audience measurement tools in the trade to reach their target consumers. Eller's ~H.>nt.

visualize their ideas in an effective outdoor advertising message using the most sOlpnisticatedgll'pllI¢des!ll"li",II>1
software. The operations department prides itself on providing clients

and maintain. Clients receive superb product placement from Eller's le:~~~;,r!'~l1J~:jt~;l~~~~,artrn'~11t
continually develops the most desirable properties. In addition, Eller 's
the communities they serve. The public affairs department works to meet thE,n,eetlsl:>!
organizations across America. Together, Eller continues to build on a ce:otlrryof l,ervic,e.
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Eller operates several outdoor advertising companies throughout North and South America These
companies operate under the following brands:

Spectacolor - Times Square is the most recognized center of the "billboard world." Eller has a significant
presence in Times Square through its ownership ofSpectacolor, One cannot watch a morning news show on
network television without seeing several Eller displays prominently positioned lhroughoutTimes Square."

Adshel Mall Communications Network - Covering more than 400 malls nationwi
products, service and expertise, Adshel Mall provides advertisers with integrated
never before available in these venues, including virtually all of the top 40 mall marke

Eller Taxi Media - Operating taxi advertising displays (tops, trunks and wraps) em aqout
Taxi Media provides both new and traditional outdoor buyers an e ew platfor
consumers with creative messages. <:

Panapsa and Procom - These Eller business units offer advertisers traditional outdoo~
markets of Peru and Chile, respectively.
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Eller Media Company IWallscape

Eller Media Company IPremiere Squares" display

Eiler family grew signill~tly in 2
continued to fill outit~~~~,~}l'lCll"k~t~
acquisitions include: ,,:,

• The year began with the acquisition of Ackerley 'Media's .anu
dramatically increasing Eller's total number ofoutdoor products in these k

• Eiler invested in Spectacolor, giving the Company both immediate leadeJ:S
nation's most recogrtized outdoor advertising location -Times Square.:'

• The acquisition of Interstate Outdoor strategically added many key dlsp
and New York markets.

• In September, Eiler entered the taxi advertising industry with the acquisition ofTaltiTo
in major markets in the United States. This unique medium is not only a'stand-alo
also gives the sales staff a creative new medium they can easily package with other 0

products.
• The acquisition of Dorney Outdoor added 10 i{e;:" markets to Eiler's portfolio. Thes

perfect strategic fit with existing Clear Channel properties, strengthening Clear
media and entertainment assets. ' ,

• Finally, the year concluded with further development of Eller's South Ameri
purchase of Chile's advertising mpany, Procom. .



<.>;>::: .. :.:?:::::.: .:. <".:'.:'.:":::::'.. :.>.:::>::

Eller continues to evaluate and utilize technological advancements in every area of e bus\1less.
operations, Eller is researching new display formats, including cutting-edge electronic formats. In" sales
marketing, Eller has continued to utilize new technologies to help advertisers target their desired 'audie
evaluate creative executions, expedite proof of performance reporting and implement ~
These technological advances will contribute to Eller's continued growth.

Adshel Mall Communications Network IMall displays
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Eller Media Company I Community service bulletin displays

Eller is a responsible member of the communities it serves
communities better places to live.. Each year, Eller dOllat"s nlillio~ts.

advertising space to nonprofit organizations across the country. lInl~..'a,~l~. :''>:T.:.=.::
is a good corporate citizen.

On a national level in 2000, Eller led the industry by ~~~!i~~i~~:,g~~_(Otltdloor
of America) with the creative execution and space dOl~atiion HilghJ&al(:'ll:ldfj~:Sal

Administration's "DRIVE NICE" campaign. "DRIVE NICE" adclressed agllfe,;s~I,~~r:~:~~~~~~
approach: "Careful. Your face could get stuck like that," or "You'd
wilich features irate drivers seeming to project from their cars, utilliz,es.,)utdoor
of their driving behavior while they are actually driving.

Eller also donated space for many locally oriented public service calmp'ai1:ns.

market's support of the Hispanic Scholarship Fund, m;:::~;:~:~Ot~
of Hispanic business leaders in America by awarding se deserviuLg stullel1tts.



Clear Channel International
Clear Channel entered the international outdoor arena in June 1998 with the acquisition of More Group in
the United Kingdom and has continued to expand internationally in the past two years. Currently, Clear
Channel has outdoor operations in 43 countries outside the United States.

The European outdoor platform is now fully established following two years of significant organic growth as
well as acquisitions. Clear Channel is either No. 1 or No.2 in most major markets in Europe. Expansion
continues into the Asia Pacific region. The outdoor industl)' in this region remains quite fragmented and
relatively immature presenting opportunities for organic development and acquisitions.

Passport to success: Reaching out to the global market
Clear Channel has achieved a position of leadership in European outdoor advertising that provides the
foundation to increase the Company's reach by building new panels and upgrading sites with improved
technology, ultimately growing operating cash flow. The outdoor industry in the Asia Pacific region is young
and unfocused, yielding a great potential for increasing reach for advertisers in the region. In all countries.
Clear Channel continues to work with advertisers to ensure their message gets through the clutter to reach
their target audience.

The outdoor division is also making early strides to increase reach by
cross-selling campaigns using all Clear Channel media properties (outdoor
advertising, radio and entertainment). Examples include: a pan.Nordic outdoor
and radio sales deal with a multinational consumer goods company wanting to
centralize media buying and Jazz FM's successful use of Clear Channel outdoor
media to increase audience and market share in London. In addition, Clear
Channel continues to develop outdoor signage for SFX venues.
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White HorselAdshel, China IShelter display

Adshel, Australia IShelter display

Around the world: Clear Channel makes its mark
Clear Channel continued to strengthen its presence, which in turn brought higher visibility and greater
opportunities for clients to reach their customers. Some of the highlights include:

Australia/New Zealand - Clear Channel consolidated its position with shopping center contracts in Australia
and eight exclusive street furniture contracts in New Zealand, more than tripling the company's number
of panels in the country, Clear Channel delivered a "rapid post" campaign for Nilee, installing posters
congratulating Sydney Olympic Gold Medalists on bus sheIter panels within minutes of the athletes'
victories.

China - The outdoor division continued its expansion in the fast growing Chinese market building 2,000
street furniture panels in Beijing, Shanghai. Chengdu and Xian. Clear Channel now has 12,000 street furniture
panels in 26 Chinese cities. Clear Channel introduced networks to the Chinese market allowing advertisers
to reach millions of consumers in multiple cities with the same campaign.

Finland - Clear Channel acquired Posternet, extending the Company's presence from airport and highways
into city centers with tram, subway and roadside advertising panels.

France - The acquisition of80% of France Rail Publicite, the French national rail and bus advertising company
strengthened Clear Channel's position in France. The outdoor division also obtained a majority stake in
Deli, the leading European neon advertising company with displays in 18 countries, Adshel won the street
furniture contract for Nantes, France's sixth largest city, and will build more than 2,000 panels.

Greece - The outdoor division formed a joint venture with Greek partner, Haidemenos, and won the
advertising contract for Athens Airport, which opens in 2001, ahead of the 2004 Olympic Games in Athens,

Italy - Jolly, Clear Channel's Italian operating company, developed strong partnerships with two regional
market leaders - Alessi (Sicily & Calabria) and Pubbli A (Rome), This strengthened the Company's position as
the No. I outdoor company in Italy, the only company able to offer a national campaign.

Poland - The acquisitions of Idea Piu and Outdoor City increased market leadership in billboards and enabled
entry into the street furniture market.



Dauphin, France ICommunity service poster displays

Yannis. 3ans
disparu
aGanagobie
Ie 2/05/89

United Kingdom - Clear Channel added a new product
which offers vinyl taxi wraps and innovative interior displays. The outd"or dIvis",," ml*,,:Iu(:Il<l t
Square" format, the UK's fIrst scrolling billboatds, to the British m"rk"t ,,,<I ~,." l'l~H";

Enterprise.

Switzerland - Plakanda, Cleat operating COlmp,any,
the third yeat in a row. Contracts Zurich and Basel airlPorts
of Bellinzona continued to strengthenPlakanda's position.

Spain - The outdoor division neatly doubled its size during the
company. The acquisition of EquipalIlentos Urbanos was Cleat Ch.annell's
which was then reinforced by acquiring the street furniture division ofUrl,as.,er (I)raiga,dos

'-'0,",".;'"

Sweden - Clear Channel won the iIldustry award for being th.•.e~~;;;~ri~jieii~~~;i~4
acquisition of ShopTalk, an in-store radio c
Channel products clients can utilize to

~ .._._---
AVIS DE RE(HER(HE I
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More Group, United Kingdom ITaxi display

". :r-_y.

Similar to other Clear the international outdc}or opeialtio'nSre
involved with the communities they serve.
the global village. Examples include:

• Jolly. the Italian business unit, promoted road safety by running a billbc,ard,c:anlJ"U:
cyclists to wear helmets. The campaign won the government-sponsored V""it"A'''A,

responsibility.

• The French business unit, Dauphin, supported the
billboard campaign. Running in conjunction with the As"ociation

the campaign increased the abilltyof parents to a;:ro~:~:J:g~8~(
awareness of the problem through national television, press and radio



Adshel is Clear Channel's global street furniture brand with over
6,000 successful long-term partnerships with municipalities and
transit authorities around the world. The Adshel product range is
desigoed by some of the world~ leading architects and industrial
desigoers and is supported by the highest standards of ser:vice
and maintenance. The advertising on selected Adshel products
provides advertisers with an exceptional quality. high impact
medium. Founded in the United Kingdom over 30 years ago,
Adshel is now an award-winning provider of street furniture
solutions and is active in 43 countries.

Adshel offers cities and municipalities an extensive range ofworld­
class street furniture at no cost to itself or its citizens. Product
range includes bus shelters. i+ electronic infonnation points,
SmartBike cycle schemes and automated public toilets. These
street furniture products give cities and municipalities a way to provide public i11formation
while giving advertisers a way to reach consumers with creative messages~ ,,

Adshel offers
• Tailor-made design solutions
• Flexible product range
• Innovation
• Quality, service and maintenance
• Dedicated research and development
• Partnership approach
• Local vision and global support
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Adshel, Rennes ISmartBike Adshel, United KIngdom I display

Adshel, France IPublic Information Unit

co' tL:T/'::;:i .'. . .':><i':<?""'''-';.''., >"':':",',,:';'

The outlook for the future of outdoor advertising is exciting. Wi
media, outdoor advertising continues to strengthen its reputation as e
masses. Outdoor advertising givesJhe advertiser opportunities t?'re.ach>~~

decision to make a purchase. Outdoor is big, bold and offers unlimited poten'
consumers where they live. shop, work and play.

,<'.' •.• 0" .,>,. "'~.·::,··:;,';;.i):·\

Clear Channel strives to deliver the best possible return for each c1ient'sadvertisirill ", ,
the Clear Channel platform of media and entertainment assets affords ouroutdd()rdivisldn
to strengthen client messages through the use of broadcast and ent~rtainrn,elltvehiclesii,
develop and seek additional outdoor markets and products that cancapitalizeoDlJe\y
Channel business units. Being a part of the Clear Channel platform ihcreasesthe olltd()()
to educate media decision-makers about the power of outdoor products and its abilitytd
in an effective and efficient manner:


